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INSTRUCTIONS
Situation Analysis: (SWOT)





In this section you will analyze the internal and external environments for your organization. Use detail in your answers. 
Competitive Analysis 

1. Begin this section by identifying your competitors in the market (cite sources and explain how you identified theses competitors). 

2. Discuss the general nature of competition in the “industry” your organization is part of (this can be covered through an interview of someone in the organization as well as through searching for sources regarding the “industry” you are writing about).

3. Discuss how your company is positioned in the market and how your product/service differs from your competitors (look at the company’s mission statement, consider interviews as the sources or research the information online). 

Write the SWOT Analysis

1. After you review the market for your product/service, what strengths does your organization have?  (use your analysis of the strengths if you know the organization or/and use interviews with people in the organization. Identify the person interviewed.)

2. What are the weaknesses of the organization?  Remember…you have to cite sources for this information (this includes interviews and/or your research).

3. What opportunities are available in the external market for the product/service offered by the organization you are analyzing? Some examples include: opportunities that may be potential growth areas in the market in which your organization functions, lifestyle changes of the populations your company/organization reaches, can your organization help solve specific customer problems, are there are positive market perceptions about the organization’s “business”. Use your analytical skills to think about the opportunities in the market and you can ask the organizational representative re: the opportunities in the external market. 

4. What are the threats in the external market for the product/service offered by the organization you are analyzing?  Give specifics and support your information with sources. (think about population shifts, changes in demand for product/services, and changes in the local as well as national economy).
Additional Information: http://money.howstuffworks.com/marketing-plan8.htm
Lecture/Background Notes for this section: SWOT stands for Strengths, Weaknesses, Opportunities and Threats and is critical to your marketing plan. As mentioned before, your marketing plan builds upon itself, and one of the anchoring steps is the identification of SWOT. 


Your strengths and weaknesses are determined by internal elements, while opportunities and threats (OT) are dictated by external forces. Sometimes it is recommended to identify your opportunities and threats first in order to more quickly bring to light the product strengths or weaknesses that should be considered first. For example, if you discover that your competitor is losing an exclusive distribution contract in the next two months, you could use this information to quickly fill that gap in the market. However, many of your threats will be based on weaknesses you've discovered. 


Regardless of which you cover first, you need to understand what to look for. To come up opportunities/threats the following questions can guide your thinking and analysis. 
Were any problems or opportunities identified? 

1. company's philosophy or mission? 

2. product/service features, benefits or quality? 

3. product's competitive advantage? (Is there a competitive advantage?) 

4. if applicable…pricing structures? Is it priced much higher or lower than the competition? 

5. target market's awareness of your product? 

6. target market's attitudes toward the product/servicer (or its category)? 

7. target market's brand loyalty? 

8. competition's activities? (new product/service launches, price changes, new companies, etc.) 

9. overall market? (shifts in needs, trends, behaviors, etc.) 

When coming up with opportunities consider: 

· Problem solving - What problems do customers currently have with the product/services that aren't necessarily bad enough to warrant not using it or even complaining, but could benefit from improvement? For example in the product line, interviewing a customer might bring to light a statement like, "My potato chips always get crushed in the grocery bags on the way home from the store." Think about…Pringles brand potato chips. New packaging might just give your product or service an advantage in the market. 

· Product/service use cycle - What steps does the buyer go through to purchase, use, and dispose of the product? Or, when does the consumer use the service? This method might bring to light new product/service ideas (or just enhancements), or other value options. 

· Ideal scenarios - Sometimes customers' "I wish..." statements can lead to whole new spin on a product. For example, someone at some point probably said "I wish I could check my e-mail from anywhere!" Enter the wireless communications addition to the PDA line. 

Other areas may also need to be addressed depending on your company, product/service or market. 


Now identify strengths and weaknesses. Strengths can be defined as any available company resource that you can use to improve the organization’s market share or financial performance. Weaknesses are any company resource that may cause the organization to lose a competitive advantage, position or financial state. Remember, many of your weaknesses will be based on the threats you identified above. 

External - Market-oriented 

1. Organization/Company/product reputation 

2. Market share 

3. Company's/product's ability to meet the needs and trends of the market 

4. Value your organization/company brings to the market 

5. Quality of your product/service 

6. Quality of your customer service and support (or other area of service) 

7. Quality/effectiveness of past promotions and other marketing efforts 

8. Pricing 

9. Distribution 

10. Geographical advantages 

Internal 

1. Operational leadership 

2. Financial strength 

3. Manufacturing capabilities 

4. Responsiveness of workforce 

Expand on these categories as needed for your product or company. 

Also keep in mind that, often, a threat can also be an opportunity, and a strength can also be viewed as a weakness, all depending upon the viewer's perspective. For example, you may see your large selection of products as a strength, while your customers may consider it confusing and see it as making it difficult to find what they need. Put yourself in the consumer's shoes and be objective when making your determinations. 

Market Segmentation and Targeting Strategies 
Market Segmentation and Target Markets
1. This section describes the characteristics of the existing customers. 

2. And, this section identifies the market segment/s for your organization and the target market for your IMC plan—this is where research is very important for the plan. 
Lecture/Background Information for this section: 
Because it is difficult (and expensive) to be all things to all people (or markets), it is wise to target specific segments of your market, particularly if for smaller businesses/organizations. This allows reach to more of the people who will ultimately will buy a product/use a service, but targeting segments may also reduce the competition faced. Finding a niche is often the key to success for small and medium and even large businesses. 


The market may naturally be segmented by price, quality, region, customer age, income, buying behavior, industry or anything else. Typically, price and quality are the most evident, followed by product/service use and the benefits consumers get from using the product. Some segments will be very distinct, and some will be more subtle. 


The best example of market segmenting is illustrated in the auto industry. They're all cars; but they come in all levels of luxury and utility, price and quality, etc. Some may even cross over into more than one segment, or move from one to the next. 

Target Audience


Determining the right target audience is probably the most important part of your marketing efforts, because it doesn't matter what you're saying if you're not saying it to the right people. 

Demographics

In this section of your marketing plan, go into as much detail as possible about who your market is. Describe your typical customer in detail. What is the age group, gender, education level, family size, income level, and geographic location. Have a general picture of who your market is, then back up that information with concrete numbers and statistics about the size of your market. 


Determining the size of your market really requires that you already have a good profile of your typical customer. Once you know "whom" you're looking for, you need to take into consideration things like the aging of the population, and regional variations in income levels and education levels. 


Another aspect to consider is that your product/service offering will require that you consider not only income levels, but also disposable and discretionary income levels. The former refers to income after taxes that is used to pay for daily living expenses, and the latter refers to income that is left over after those necessities are paid for and can be earmarked for luxuries. 


Getting to this level of demographic data will require market research. Look for data about the regions where higher densities of these specific groups can be found. The Bureau of Labor Statistics and the U.S. Census Bureau have information about annual spending levels in the major categories of expenditures. You can also find data about age group concentrations in specific regions. 

Psychographics


Even though you may have determined your demographic group, people within that group still have very different perceptions about the benefits or value of your product and will be motivated for different reasons. These differences are known as psychographics. To further target your efforts, you've got to determine not only who buys (or will buy) your product, but what makes them want to buy it. Include as much psychographic information as you can find, such as what their spending patterns are, whether they are brand conscious when it comes to your product type, what influences their buying/use of services behavior, what promotional efforts they respond to most often, etc. You also want to know how they go about buying it and what you can do to encourage them to buy more. You need this information so you can, in effect, clone your best customers. It is important to really pick apart what motivates them to buy. You may want to use primary research for this information or find this information through interviews at the organization.


The information you get from the psychographics of your target audience is often key to your marketing efforts, particularly the positioning of your product. It includes the audience's activities, interests, and opinions.
Think about the following: What do they like about your product/service? What do they like about your competitor's product/service? What made them decide to buy/use your product/service? What advertising messages had they seen prior to buying the product or using the service? What are their hobbies? What emotional aspects impact their purchase? What is their social class or status? Who is the actual decision-maker for this type of purchase? What values and attitudes play a part in this type of purchase? Who do they look to when making purchasing decisions? 


Consider PEST (Political, Economic, Social, and Technology) information you gathered about outside influences on the market (i.e. government regulations, union activities, social changes, etc.). Also, don't forget the seasonality of the market, and the typical product life cycle that may influence psychographics.
Goals, objectives

1. IMC Goals 


In this section state your IMC goals. Think about what you want to accomplish. 


Some examples (these are presented as examples—you do not have to use them; create your own that are appropriate to your organization).

· If your potential consumers do not know about your product/organization, then one of your goals might be to increase awareness of _________. 

· If consumers are aware of the product/organization, but know little about it, your goal may be to build knowledge about ______ 

· If potential customers like your product/organization, but are still buying your competitor’s product—or using the services or participating/donating to another organization, your goal may be to get the consumers to prefer your organization’s product/services. 

· If consumers prefer the organization’s product or services, but have just not got around to buying them/using them, your goal may be to persuade consumers to make a purchase/use the services.
2. IMC objectives

· Write the objectives for the goals you stated. Remember the objectives are measurable.

· Your objectives should be measurable, quantifiable (meaning there is a specific number of 
some sort assigned to each one), and time specific. 

Background Examples:
· to increase awareness [give percentage or number ] of _________ by [give date]
· to build knowledge about ______ by [date]

· to get the consumers [cite a number of increase responses for your organization or servies] to prefer your organization’s product/services by [date] 

· to persuade consumers [percentage of consumers] to make a purchase/use the services [by date___].

· Other objectives: …to increase purchases of ____ during the timeframe of ____ to ___; to increase revenue by ___% during the timeframe of ___to ____

· Your objective for existing customers could be: To increase your current customers' 
buying rate by 20% and sell service contracts to 50% of those customers. 

· Your marketing objective for new customers could be: Sell your widgets to 50% of the new market, create a buying rate within that group of 2 units per year, and sell service 
contracts to 50% of that group. [image: image1][image: image2][image: image3][image: image4][image: image5][image: image6][image: image7][image: image8][image: image9]
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